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JAY DWIGGINS & CO., 
Founders and Promoters of the 


Manufacturing Town of Griffith. 


CHAMBER OF COMMERCE BUILDING, 
LA SALLE ano WASHINGTON STREETS. 


CuHIcaco, Sept. 13, 1892. 


Printers’ INK, Vo. zo Spruce St, N. Y.: 

You did me a valuable service when you published my letter 
from Velasco on the advertising I did there last year. Almost 
by return mail I got inquiries from six different States, asking 
if I would consider a proposition to leave Velasco. I am now 
filling a position which resulted from the Sret proposition 
received. 

I had also scores of letters asking for copy of advertise- 
ments used and names of papers which brought best results. 

I still receive requests for advice and propositions. 

It gives me pleasure to thank you for your favor. If I can 
return your kindness I will do it promptly and cheerfully. 

What do you think of a Chair of Advertising in the business 
colleges ? Respectfully yours, 

O. W. CRAWFORD. 





““Want’’ Advertisements in PRINTERS’ INK for One Dollar. 


® WANTS @® 











Fifty words or less will dinate be accepted and inserted in Printers’ Ink, under the 
heading of ‘* Wants,’’ one time for one dollar. Cash to accompany the order. Continued 
advertisements or larger space charged at the regular rate for other advertising, viz.: 75 
cents a line each issue. Address Printers’ Ink, 10 Spruce Street, New York, enclosing 
copy and price for advertisement to be inserted. 


__ Los Angeles 
| Pubic Library 27> lic Libra 
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It Costs Moncey, 





And a good deal of it, to thoroughly reach 
all the country people of the United States, 
and it is 


Worth All It. Costs 





if the advertising is properly done, and con- 
tinued year after year. 


It is the continued-yearly advertising 





in local country papers THAT PAYS. 





One-sixth of all the country readers of 
the United States can be addressed weekly 
through the 1400 local papers of the 


gif ATLANTIC COAST LisTS. \\) 


By the year, quarter of a cent a line a 
paper—3.50 per insertion. 

One order and one electrotype only needed. 

Catalogue and full information upon ap- 
plication. 


ATLANTIC Coast LISTS, 


134 Leonard St., New York. 
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Vol. VII. 


SOME PERSONAL OPINIONS AND 
REMINISCENCES. 


By John A. Cockerill. 


The recent death of F. T. Mc- 
Fadden, one of the first special agents, 
recalls my acquaintance with him and 
the early days of my newspaper work 
in Cincinnati. My first connection 
with a newspaper was as a country boy 
down in the State of Ohio. About the 
close of the war I went to Hamilton 
and purchased the Butler County 7rue 
Telegraph. Later I was connected 
with the Dayton 
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been misunderstood by some people. 
While connected with the Wor/d many 
of its methods were not approved by 
me. I carried out, as best I could, 
the policies of the paper. I was al- 
ways opposed to the wildly sensational 
features of the paper and did what I 
could to prevent as much of that sort 
of thing as possible. Mr. Pulitzer is 
a strong believer in the ‘‘ whoop up” 
theory of journalism, but I always 
tried to take the conservative side. 
When a newspaper has once started in 
the direction of sensationalism it can- 
not wellstop. The 





Daily Ledger, and 
in 1870 went to 
Cincinnati on the 
Enquirer staff. It 
was then that I 
met Mr. McFad- 
den. When I first 
knew him he wasa 
clerk in Sprague’s 
clothing store. We 
afterwards became 
associated on the 
Enquirer, he in 
the advertising de- 
partment and I in 
the editorial. He 
left Cincinnati be- 
fore I did and came 
East. He was a 
very able man and 








tiie World started in 
to be a sensational 
sheet and it will 
have to keep it up 
for all time. The 
making of the pa- 
per, however, was 
undoubtedly the 


Bartholdi Statue 
fund and the 
Cleveland cam- 


paign of 1884. 
* 


* * 

I am sometimes 
asked how news- 
paper work in the 
East and West 
contrasts. The 
methods are much 
the same al! over 








highly successful. 
I stayed in Cin- 
cinnati for seven 
years, the latter 
part of the time as managing editor of 
the Enguirer. From there I went to 
Washington and was connected with 
Mr. Hutchins in establishing the Post. 
After six months there, and a brief so- 
journ in Baltimore, I went to St. Louis 
with Pulitzer on the Post-Dispatch. 
Then when he bought the New York 
World 1 came to this city as one of 
the editors of that paper. 


*” * : 
As regards sensational journalism, 
my own views on this subject have 


Cot, JoHN A. COCKERILL 


(Editor of the New York Advertiser and former 
Editor of the New York World.) 





the country, ex- 
cept that the West- 
ern paper tries to 
be a more general 
newspaper than the New York daily. 
The reason for this is that New York 
has so much news of its own that 
it cannot pay much attention to gen- 
eral news outside. Some of the pa- 
pers in Chicago and St. Louis print 
more news, more special dispatches 
from other cities and towns than any 
paper in New York. This is because 
in New York and vicinity we have 
three millions of people to look after, 
and the immense amount of local news 
leaves. little room for anything else, 
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In the West are newspaper workers 
just as bright and able as any here— 
many of them superior. 


* 
* * 


Chicago has come to be a great 
newspaper center. In comparing New 
York and Chicago, and considering the 
difference in the location of the two 
towns, it must certainly be admitted 
that the press of the latter city displays 
enormous enterprise. The Chicago 
Times used to pay more money for 
special news features than any other 
paper in the country. That was in the 
days when it was published by Mr, 
Storey, but he became involved in 
various ways and the paper passed 
into the hands of Carter Harrison, a 
politician by trade. The bright papers 
of Chicago to-day are the 7ribune, 
Herald and News. 


* 
* * 


A newspaper without a character is 
no better than a man without a char- 
acter. My theory is that the advertis- 
ing columns should be edited as care- 
fully as the editorial columns. I would 
not knowingly print any unclean or any 
improper advertisement in a newspaper 
over which I had control. Of course, 
it is not always possible to guarantee 
the responsibility of everybody who 
places an advertisement in the paper, 
but if I knew that a man had a scheme 
that was a swindle he could no more 
get it among the advertisements than 
among the editorials. We receive 
letters every day from readers inquir- 
ing about certain advertisers and ask- 
ing: ‘‘Do you believe these people 
will fulfill their engagement?” And 
that sort of thing is coming to pub- 
lishers all the time. It shows that 
people look to a newspaper to pro- 
tect them from fraud and swindling 
schemes, 





DE MAUPASSANT ON ADVER- 
TISING. 


In his powerful novel, ‘‘Mont-Oriol,” 
the brilliant French fictionist, Guy de 
Maupassant, has shown great appre- 
ciation of the power of advertising. 
Andermatt, one of the characters in 
the story, and depicted as a shrewd 
banker and speculator, addressed the 
board of directors of a new hotel as 
follows : 

‘* The great modern question, gentle- 
men, is advertisement ; it is the god of 
commerce and of contemporaneous in- 





INK. 


dustries. Outside of advertisement, 
no success. The art of advertisement, 
besides, is difficult, complicated and 
demands great tact. The first who 
employed this new agent did it bru. 
tally, attracting attention by their 
noise, by beating the big drum and 
reports as of cannons. Mangin, gen. 
tlemen, was only a precursor. To-day 
noise is suspected, palpable advertise. 
ments are making people smile, the 
names cried on the streets excite more 
suspicion than curiosity. And yet we 
must attract public attention, and after 
attracting it we must convince. The 
art, then, consists in discovering the 
means, the only means which can suc- 
ceed, having decided what one wishes 
to sell.” 

What he wanted to sell was water, 
mineral water, for the cure of various 
chronic diseases. He had erected an 
enormous hotel at some newly dis- 
covered mineral springs, and his wish 
was to fill it with invalids. His man- 
ner of procedure is full of suggestion 
to proprietors of hotels at languishing 
or recently discovered health resorts, 
He relied not only on letter-press and 
illustrations to bring the hotel custom, 
but upon the doctors. 

Here is his plan in his own words: 

‘*Therefore, given the maladies 
which are subject to these waters, we 
will make to the principal physicians 
who make them a specialty this pro- 
position: ‘Gentlemen,’ we will say, 
“come and see with your own eyes; 
follow your patients ; we offer you our 
hospitality. The country is superb; 
you need rest after your hard winter's 
work; come. And come not to us, 
gentlemen, but to your own home, for 
we offer you a retreat which shall be- 
long to you, if you wish, on excep- 
tional conditions.” 

He gave the doctors the gratuitous 
use of elegant and comfortable dwel- 
lings at the springs, and expected the 
physicians to pay him in invalids, and 
they did. 

Perhaps nowhere else in literature, 
outside of a treatise on advertising, can 
an advertiser find a clearer or abler 
essay on method in advertising than 
that just quoted. 

A. L. KINKEAD, 





Ir is not, indeed, entirely true that 
the press makes the public, or the 
public the press ; but there is an im- 


mense reciprocal influence. —Geo. Wm, 
Curtis. 
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CONCERNING NOMENCLATURE. 
‘By Foel Benton. 


I am very frequently impressed with 
the idea that there ought to be a pro- 
fessor of nomenclature among adver- 
tisers, or else the advertisement makers 
who sell their services ought to empha- 
size more distinctly their own skill in 
securing and guaranteeing good names 
for things offered for sale. I suppose 
Shakespeare’s familiar line about the 
rose can be quoted for all time to jus- 
tify recklessness concerning names ; 
but then it isn’t quite fair to interpret 
a verse of poetry literally. When he 
said : 

A rose by any other name would smell as 

sweet, 

he was not writing a business direc- 
tion or a receipt book, or a primer of 
tules. He was merely toying with a 
poetical idea and showing imaginativ- 
ely how potent is the power of associa- 
tion. So charming and beautiful is 
the rose that, no matter what becomes 
associated with it, its fine qualities will 
pass over and exalt the coarsest thing 
which has had its companionship. 
This is all that he meant to say ; and 
it is not inconsistent with the fact that 
it is better that a rose should be called 
arose, after all, than to be cailed that 
unfragrant meadow cabbage — even 
though by that name its odor would be 
the same. 

The point to be affirmed and con- 
sidered is that, while the rose, which is 
universally well known, can stand mis- 
naming, the article you wish to make 
attractive and acceptable to the public 
will be seriously handicapped if you 
load it with either a bad, a maladorous 
or a disagreeable name. ‘‘A good 
name,” in scriptural currency, is a 
phrase synonymous with good charac- 
ter; and, though we may judge wrong- 
ly by inferring from the mere name of 
the thing that it is good or bad, human 
inferences are constantly running upon 
such a presumption. 

was once talking with the late 
James R. Osgood, the bright and gen- 
ial publisher, about the MS. of a book, 
and called his attention to the excel- 
lence of its title. ‘* Well,” said he, 
“a good title is half the battle.” And 
without doubt itis. I can call to mind 
a score of books that owe a large part 
of their sales and success to the felicity 
of the titles. A title may fairly com- 
pel you to examine the work named ; 
it may impress you with good things 
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to come, or it may pique irrepressible 
curiosity. This is not saying that a 
title alone will make a book, but it can 
be made to help it amazingly. Mr. 
Beecher, in quoting an old proverb, 
once said: ‘* Dress doesn’t make the 
man, to be sure; but when the man is 
made he looks a good deal better if he 
is well dressed.” 

To name a boy Aminidab or Jehosa- 
phat, or name a girl Jerusha, in these 
days, would be to foreclose on or half 
destroy their careers. The boy so 
called would never be President of the 
United States ; and it would be impos- 
sible to suppose that the girl called 
Jerusha could be either attractive or 
pretty. 

When I gave to Mr. P. T. Barnum, 
some years ago, the name of his resi- 
dence near the Seaside Park in Bridge- 
port, he insisted that it should have 
sonority and be characteristic of the 
features of the situation. As there 
was a fine grove on the grounds, ‘‘ Sea 
Grove” would have been characteris- 
tic, but not sonorous, So I translated 
this word into a name formed from 
the three German words, Walden, am 
and W/eer—meaning ‘‘ woods near the 
sea.” Mr. Barnum’s only objection 
to ‘‘ Waldameer” was that the last 
two syllables, sounding so much like 
‘‘dam her,” might ‘‘be considered 
profane.” I then suggested that he 
take the French word mere, for ‘* sea,” 
instead of the German one, and call 
the combination ‘* Waldemere ”—which 
he did, and spelled it accordingly on 
his gate-posts. After having had two 
previous residences marked by high- 
sounding names —‘‘ Iranistan” and 
** Lindencroft ” — ‘‘Sea Grove” in 
English wouldn't do. But the mere 
counterpart of it suited him exactly 
and enabled him to maintain the ac- 
customed tradition of stately diction. 

In this case, too, there was a busi- 
ness flavor in the decision. He would, 
in fact, never do anything without con- 
sidering this point—so that in matters 
social, domestic or what not he must 
always live up to a certain public ex- 
pectation. Running for Congress, or 
allowing his friends to pose him as 
Temperance candidate for Governor of 
Connecticut, together with being Mayor 
and member of the Legislature at dif- 
ferent times, was always done with its 
effect upon his business as the ulterior 
object. 

It is almost impossible, I think, to 
overestimate what names and titles and 
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associations will do. Even a good 
name, or an appropriate sign mis- 
spelled, or exploited in an illiterate 
way, has a bad effect. You would 
never, if you knew how to spell your- 
self, go into a store to buy a carpet 
under a sign which should read, ‘‘ Car- 
pits for Sail,” which I have once seen. 
You might even wonder whether the 
articles offered were not something for 
the navy or for marine use. Nor 
would any intelligent person employ a 
doctor who offered an infallible cure 
for ‘‘ diarree” or ‘‘ consumtion.” 

The Professor of Nomenclature, 
whose vocation I bespeak and com- 
mend, needs to have a good knowledge 
of philology. He must be able to 
relieve the public of such afflictive 
and imperfectly formed words as 
** washene,” ‘‘ scourene,” “‘ biliousine,” 
“beefine” and the like. It may be 
that cleanliness and anti-biliousness 
and nourishment may all be promoted 
finely by articles thus named ; but why 
put such a hideous presumption in the 
way of believing this? There are illi- 
terate people, of course, who are not 
shocked by illiteracy ; but they don’t 
object to good spelling or the obser- 
vance of philological rules in making 
names. . The illiterate customer the 
seller of goods will not lose by being 
correct, while flagrant incorrectness 
will naturally repel the cultured and 
well informed, who are, after all, the 
more numerous part of the community. 

An excellent sounding name for an 
article, with the word correctly formed, 
is not the only thing. Tautology in 
an advertisement should be avoided. 
**Dr. Tetter’s Tomato Pills” may 
possibly be a ‘‘ universal catholicon,” 
but why double on the idea? Call 
them, if you please, the ‘* Universal 
Remedy,” or an ‘*‘ Unparalleled Cath- 
olicon,” but not in effect a ‘‘ universal 
universality.” We do not, any of us, 
think enough of the subtle effect of 
good taste and association in names 
and phrases. To return to the simile 
of the rose again—there is a poem by 
Saadi, the Persian poet, which finely 
pictures the idea I have tried in this 
article to enforce : 

Some one, picking up a piece of dull, hard 
clay, was surprised at its delightful fragrance. 


On being asked the cause of this, the +4! re- 
plied: ‘‘ I am not fragrant myself, but I have 


absorbed fragrance from being a long time 
associated with the rose.”’ 


Just so surely do the wares we sell 
gather character from their names and 
associations, 





WHAT IS A GOOD ADVERTISE. 
MENT? 


‘By Boudinot Mindetter. 


I often see comments by writers that 
I believe to be and no doubt are per- 
fectly competent to criticise an adver. 
tisement, saying that so and so is a 
good ad, and I just as often wonder if 
they £now it to be a good one in the 
sense that it is successful. 

To be so considered, not only must 
it sell goods, but it must do so with 
the least outlay of money. It will not 
do to say an eight-inch ad is better 
than a half inch if it only sells twice as 
many goods. 

Most of us have a fair idea at least 
as to whether an ad is ‘*‘ good” in the 
sense of being pleasing in appearance 
and attracting attention. But why 
don’t writers who boldly declare an ad 
to be good and effective give us some 
data to prove it ? 

In the very excellent article by Miss 
Gilder in PRINTERS’ INK of August 10 
she asserts that ‘‘ one of the most ef- 
fective advertisements now before the 
public is of a certain shoe,” and fur- 
ther says that the name of the shoe is 
all the reading matter. It seems to 
me that your mind must have some 
other impression about a shoe in order 


THE 
“FERRIS” 
FAMOUS 
HAMS 


R Frying never use a Ham of less than 13 or 4 
pounds, and a heavier one is equally as good. 

4 Hams from young pigs, though good for boiling, 

if broiled or fried, will serve juiceless and dry. 
Only the center of the Ham should be sliced. Both 
ends may be used for boiling, served in various ways, 
an suggested in our little booklet of recipes. Cut from 
each side of the Ham with a very sharp knife cleanly 
to the bone, dividing the slices in the center. You will 
thus avoid the hecessity of sawing. The slice should 
never be cut more than one-quarter of an inch thick, 
and one-sixth of an inch fs still better. Trim very 
closely the skin from the upper side of each slice, and 
also cut from the lower edge the outer rim of muscle 
that has been somewhat hardened by smoking. 

Have the frying-pan very hot before the meat ts put 
in. Turn the slices quickly, and as svon as the fat is 
nicely browned on each side, add one-half cup of boiling 
water. Cover the pan tightly and place where the 
water will boil slowly for fifteen minutes. By this time 
much of it will have disappeared. Serve at once. 

The first process retains the juices of the meat, and 
the second makes the muscle tender and moist, if these 
suggestions are closely followed. 

We invite every housekeeper to supply her table 
regularly this summer with 


The “Ferris” Delicious 
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“My Baby Weighed 


8 Ibs. at birth 
is “* “3 mos. 
2“ “4 


1 think we 
were starving it, 


for no food agreed 
: with it. Dr. Hodg- 
don, of Dedham, was called in as a last resort, 
when the child was four months old. He 
recommended Lactated Food and 
in 2 Months it Gained 9 Ibs. , All by Using 
And Now Weighs 21 “ ‘Lactated Food 
Before using Lactated Food it had little life 
or activity, but now is as lively. as a cricket.” 
Geo. K. Dennett, 23 Bromfield St., Boston, Mass. 
Lactated Food saves babies’ lives. It is the perfect 
substitute for mother’s milk. Regular-sized package 


free to any mother who will agree to give it a careful 
‘trial. WELLS, Ri¢Hanpson & Co., Burlington, Vt 





to make you buy it, than the mere 
name. I will admit if that shoe has 
been thoroughly and completely pre- 
sented to the public, so that buyers 
are thoroughly familiar with its good 
points, then and not until then will the 
mere announcement of the name sell 
the goods. 

I have never advertised shoes, but it 
appears to me that perhaps the three 
things that would attract a buyer’s at- 
tention and cause him to think favor- 
ably of calling on a shoe dealer and 
asking for a certain shoe would be 
price, appearance and durability. I 
shall insist that this is the fact until 
some one brings forward the data to 
prove otherwise. 

Those doing a mail business can 
usually test their ads, and I think those 
advertisers will agree with me when I 
say that the most expert will not be 
sure of the drawing power of an ad 
until it has been tested. 

About three years ago I wanted a 
large ad, 4% inches, double column. 
I prepared it with great care; I had 
opinions on it from at least twelve or 
fifteen men competent to judge—ad- 
vertising agents, general advertisers 
and men in that particular line of busi- 
ness. All agreed that it was the very 
best. The ad was simply trying to 
get inquiries for a catalogue. 

A trial of it in suitable mediums 
convinced me that though in appear- 
ance, prominence, etc., it was all that 
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could be desired, yet it would not 
bring the inquiries. It was followed 
by a three-line ad in the same me- 
diums, with a different name and ad- 
dress, and the three-line ad brought 
the most inquiries. 

So many remember only the a7¢ and 
pass lightly by the science of advertis- 
ing. 

Talking to an acquaintance yester- 
day about ads, I made the same error 
that I am now chiding others for. I 
said: ‘* By the way, did you see those 
twin babies in the crib, advertising a 
baby food? That is a dandy ad.” 

While hunting a magazine to show 
it to him he asked: ‘‘ Whose food was 
it?” Icould’t tell. The pictures had 
impressed me very much, but no im- 
pression had been made on my mind 
about the particular food. 

Since beginning this article, to test 
this I picked up the Ladies’ Home 
Fournal for August, handed it to my 
wife and asked her to run through it 
hurriedly and tell me what she thought 
the best ad in it. She at once decided 
in favor of the twin-baby ad on page 
26, read it through, and handed it to 
me with the remark: ‘‘ Send for those 
photographs, they look so sweet.” I 
closed the paper and asked :. ‘* Whose 
food do they advertise?” She thought 
a moment and said: ‘* Imperial Gra- 
num, I guess.” She knew nothing 
about what I was getting at, and I 
looked over the ad columns and said 
to her: ‘‘On second page of cover is 
a baby food ad, on page 16 two more, 
on page 26 the one you just looked at. 
Begin at the first and read the four ads 
carefully, and tell me which you think 
the best.” She read them over and 
said: ‘‘ This is the best,” pointing to 
the Nestle Food ad (the twin babies), 
and in the same breath turned back to 
page 16 and said: ‘* I must show this” 
(pointing to the Lactated Food ad) ‘* to 
Mrs. I Her baby has been fall- 
ing away so.” And this although 
Nestle’s Food was used by us years 
ago and she was perfectly familiar 
with it. 

Now, I do not condemn the Nestle 
Food ad. It has been thoroughly in- 
troduced, and any ad that brings it so 
pleasantly to mind will do its manu- 
facturers good ; but if I were going to 
run both continuously I feel quite cer- 
tain the Lactated Food ad would sell 
the most goods. 

On page 24 of same journal is the 
Ferris Ham ad, not especially promi- 
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nent—not one that would be picked 
out ordinarily as an especially good 
ad; and I think a head-line could be 
used that would cause it to be more 
generally read. But read it, and see if 
it does not make an impression on 
your mind that you ought to buy a 
Ferris ham. At least it did on mine. 
It seems to me that this is the impres- 
sion that the advertiser who ‘‘ pays the 
bill” wants to create, for how often do 
we see an ad that on first impression 
we might call ‘‘ good,” if its selling 
effects could be found out we would 
find it comparatively of little value. 


—o 
WITH ENGLISH ADVERTISERS. 
By T. B. ‘Russell. 
Lonvon, August 24, 1892. 

There is always a degree of interest 
attaching to the environment of the 
most successful exponents of any art, 
as the ‘‘interviews” with celebrities, 
so common in modern journalism, indi- 
cate, and I am glad to embrace the 
opportunity afforded by a suggestion 
from the editor of PRINTERS’ INK, 
that might say something on the char- 
acteristics of some one or two promi- 
nent houses in the advertising world 
on this side of. the Atlantic. 

* * * * * 

I suppose that there will be no dis- 
puting the statement that among our 
English advertisers two houses stand 
pre-eminent, both in the magnitude 
of their advertising expenditure and 
the artistic quality of their work. The 
number of houses able to spend sums 
in excess of half a million dollars an- 
nually in advertising must naturally 
be limited. The annual expenditure 
of Messrs. Pears has been lately made 
public in these columns and elsewhere, 
and though a similarly detailed state- 
ment has not been authoritatively pub- 
lished by Mr. Thomas Beecham, I am 
able to state that the advertising account 
of the latter for the year 1890 was 
£110,592 sterling. This sum was 
divided between something like 14,000 
newspapers, English and alien, beside 
covering, of course, wall posters, en- 
gravings, iron signs, ‘‘dodges” of 
various kinds, and printed matter for 
distribution. In the last two respects, 
Mr. Beecham is rather great. He has 
arranged, very much to the disgust of 
certain seaside residents and visitors, 
for the display of his pill advertisement 
on the sails of fishing boats, and‘(as I 
duly recorded in these notes last sum- 





mer) on the walls of bathing boxes, 
Distribution matter has taken the form 
of photographs (mostly theatrical), 
puzzles, pamphlets, of course, in end- 
less numbers, story books, opal views 
and portraits, book and sheet music, and 
the peculiar device called ‘* Beecham’s 
Oracle.” The last is a sheet of paper, 
having the middle plain, while around 
the edges is printed an instruction di- 
recting that a light be applied to a cer- 
tain spot on the paper. The result of 
doing this is that a smoldering fire 
passes in irregular lines over the blank 
part of the paper, which form at last 
legible writing of a rude kind, as thus; 











The writing is of course mechanically 
impressed in a colorless chemical solu- 
tion before printing. 

Of this device Mr. Beecham has 
used, he says, not less than forty mil- 
lions. 

* * * * * 

The boxes for Beecham’s pills are 
wooden and are made in New England, 
American manufacture being preferred 
on account of the interchangeability of 
all lids and all boxes. Pills for sale in 
America, by the way, are sugar coated, 
while those intended for home con- 
sumption are left uncovered—a curious 
distinction. Proprietary medicines are, 
by law, stamped with a revenue stamp 
here, the tax on a twenty-five cent box 
of pills being three cents. This does 
not apply to medicines exported, or 
sold in Ireland either, that most dis- 
tressful country having been excluded 
for some unknown reason, from the 
operation of the stamp law. Mr. 
Beecham claims to have paid for re- 
venue stamps in one year as much as 
$153,000. He is an Oxfordshire man, 
but commenced business for himself 
some fifty years ago in St. Helens, 
Lancashire, the present headquarters 
of the firm : a strong believer in adver- 
tising, especially of the newspaper 
kind, he claims to be the largest news- 
paper advertiser in the world. He is 
seventy two years old and has now 
retired from the more active concerns 
of his business, which are administered 
by his son, Mr. Joseph Beecham. I 
am glad to be able to record that 
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PRINTERS’ INK is well known to, and 

ularly received by, the firm, which 
has its local habitation in a handsome 
red-brick and stone building of the 
Queen Anne style, with a 150 foot 
clock-tower outside, and most elaborate 
and elegant appointments within. 

* * * * es 

Perhaps ‘‘ the cake” for lavishly de- 
corated business premises must be 
adjudged, however, to Pears’ Soap, 
which has its home in a large building 
in New Oxford street, London. The 
entrance hall is decorated on the model 
of the excavated houses in Pompeii. 
Cool fountains play in shallow tanks 
of mosaic, standing flush with the 
marble floor, and a number of beauti- 
ful marble statues stand around. Up- 
stairs there is a picture gallery con- 
taining many gems of art, in addition 
to the various works which have been 
especially executed for, or purchased 
by, Mr. Barratt’s firm, together with 
the famous ‘‘dirty boy” statuette 
group, and, as is the case at Mr. 
Beecham’s establishment, all the ar- 
rangements, both for the conduct of 
the business and the comfort of the 
employees, are of the most advanced 
and perfect description. 

* es x + 

A difficulty, or to be more exact. a 
problem, which all large advertisers 
have to face, is that of a trustworthy 
checking system. I have been at the 
pains to interrogate both Messrs. Pears 
and Mr. Beecham on this subject. 
Neither, however, considered that they 
had anything to communicate. Mr. 
Whinlo, who looks after this depart- 
ment at Pears’, said: ‘* We have no 
system but this—to see that we are 
charged for only what we order, and 
that we pay for only what we get. Of 
course, the preliminary work of check- 
ing is got ready by our advertising 
agents, with whom we go over it.” 
Mr. Beecham writes me: 

**T do not know that there is any- 
thing special about my system of check- 
ing advertising, and it is pretty much 
the same as most of the advertising 
agents adopt here and in America. 
Of course, the advertisements are all 
checked and the papers filed away in 
racks for a time. I have had a copy of 


PRINTERS’ INK sent me for some time.” 
At the great St. Helen’s house all 
papers are checked and the advertise- 
ments measured as they come in, when 
credit is entered up to the paper for 
the advertisement, and the order num 
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ber marked in blue pencil on the news- 
paper itself before the latter is filed. 
* * * x * 

I had intended saying something of 
the methods used by Mr. Richards, 
whose advertising assistant I am, for 
this purpose, but I think the above 
covers the ground. Of course, we do 
not pretend to do matters on the same 
scale as Beecham’s or Pears’, though 
we do claim to get the best results 
obtainable for the capital used. Mr. 
Richards’ advertising agents keep files 
of all publications used, which are 
regularly inspected, checked, measured 
and positions noted. ‘These particulars 
are duly entered up, for comparison 
with the accounts, by the bookkeeper, 
and anything which does not exactly 
check up is suspended to next account, 
to be either substantiated or withdrawn. 
In dealing with a large number of ac- 
counts mistakes are, of course, often 
discovered, but I do not believe that 
we have paid, inadvertently, for five 
shillings’ worth of mistakes in a year, 
excluding, of course, instances where 
an error was acknowledged and passed 
to credit by arrangement, ex gratia. 

SLOT MACHINES AND ADVER- 
TISING. 
‘By C. C. Doran. 

There is nothing new in the nickel- 
in-the-slot stamp scheme about to be 
placed on the market by the Post- 
Office officials at Washington, except 
the method. The slot machine is to 
do the work heretofore performed by 
the solicitor or ** worker.” 

Boiled down, it is the same as the cou- 
pon scheme used much within the last 
few years by different advertisers, but 
seldom more than once by the same 
house. 

This new slot machine for advertis- 
ing is said to operate by placing a 
nickel in the slot, and in exchange you 
get four cents’ worth of postage stamps 
and one little coupon. The latter is 
good for one cent in certain retail 
stores when ten cents’ worth of certain 
articles are purchased. The dealer 
accepts the coupons and turns them in 
at their face value to the manufacturer. 

The manufacturer is the advertiser 
and is to pay the slot company $22.50 
per year, per 150 machines, for the 
privilege of having his name printed 
on this little coupon along with 31 
other advertisers. In other words, the 
advertiser pays $22.50 per year for the 
privilege of reducing the price of his 
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own goods ten per cent to 150 retail 
dealers. 

The retail dealers not having a ma- 
chine will not be in it, and if every 
dealer does have one it will mean a 
general reduction of ten per cent on all 
goods sold by the advertiser, a thing 
he can do without coupons. 

Coupon schemes cannot stand the 
test and be successful advertising me- 
diums. They cannot be carried on 
without showing a preference to cer- 
tain purchasers. That in itself will 
kill them as soon as it becomes known. 

The newspapers, somehow or other, 
generally see that such things get well 
before the public. 

A coupon advertising scheme, re- 
cently worked quite extensively in the 
Western States, was one in connection 
with subscriptions to a periodical. The 
subscriber was presented with a book 
of coupons, each good for ten cents 
with every dollar purchase at certain 
local stores. To get the book of cou- 
pons one had to be a subscriber to the 
periodical. After a few weeks pur- 
chasers who were not subscribers found 
out that others were buying goods from 
the same store at a ten per cent dis- 
count while they paid full price. The 
result was they withdrew their patron- 
age. 

In this scheme each retail dealer paid 
$10 for having his name and business 
printed on the coupon books, besides 
agreeing to honor them as stated. 

The retail dealers who do not have 
the postage stamp slot machine will be 
in the same boat as were these non- 
subscribers. 

The Post-Office officials who are 
to form this company no doubt value 
the idea from offers of enterprising 
advertisers to pay big money for the 
gum side of postage stamps for adver- 
tising purposes. 

It is said that each new lot of Post- 
Office officials at Washington receive 
large offers for the privilege. 


INFAMY DISCOUNTED. 








If there is any one feature of their 
liberty Americans would guard more 
jealously than the rest it would in all 
probability be the freedom of the press, 
because it is inseparable from the free- 
dom of speech without which we would 
have no freedom. We all condemn 
the press censorship indulged in. by 
officials of other governments, and 
morally resolve that we would not sub- 
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mit to such treatment every time a par- 
ticularly aggravating case is brought 
to our attention by the press. If the 
rights of the press were to be at once 
abridged in this country all classes 
would no doubt join for the purpose 
of resenting the attack and rebuking 
the dictator who inspired it. But the 
people do not fear any such tyranny 
here, and consequently feel secure in 
the accredited stability of all our insti- 
tutions. 

Recent arbitrary actions of Post- 
master-General Wanamaker and his 
department chiefs, in excluding recog- 
nized publications from the second- 
class postal privileges, have given rise 
to the belief among publishers that 
it is possible even in free America 
to elevate men to office who will 
arrogantly disregard precedent and 
ignore the rights of the people; and 
these acts also argue that the liberties 
of the people are never safe when too 
much authority is centralized. It may 
be that Postmaster-General Wanamaker 
is empowered by law to throw PRInt- 
ERS’ INK or any other legitimate paper 
out of the mail if he wants to; but 
that does not describe the will or the 
likes of the people who read that paper. 
It is a publication publishers generally 
put a high value on, and should a com- 
mission of well informed and high 
minded publishers be trusted to decide 
the case PRINTERS’ INK would be speed- 
ily admitted to all the privileges ac- 
corded to second-class matter. The 
action of the postal authorities in the 
case cited, as well as many similar ones, 
savors more of persecution than of the 
law’s demands, and will not redound 
to the credit of the department or the 
adminstration that permits such unjust 
discrimination. Congress should look 
into a few of these unlawful exclusion 
cases while the pneumatic tube question 
is up. Infamous as the tube business 
is, it is discounted by the arbitrary rul- 
ings of the Department with reference 
to legitimate publications. — Aansas 
City Implement & Farm Fournal. 


— 





UNDOUBTEDLY, as says D’Israeli, 
‘* different times are regulated by 
different tastes. What makes a strong 
impression upon the public at one time 
ceases to interest it at another.” 

THE greater the number of small ad- 
vertisements in a paper, the greater the 
advantage to the proprietors.—//orace 
Greeley. 























Miscellanies. 





‘Well, my stars! Don’t he sup- 
pose people can see what he is without needin’ 
asign to foller him ’round?””—Li/e, 


Enough.—When a Boston novelist 
wants to make his hero swear, he writes, “‘a 
blank expression came into his face,’’ and lets 
it go at that.— 7ruth. 


One of the newspapers in Paris is re- 
ported to be experimenting with type of glass, 
with gratifying results. We may yet be able 
to see through those French newspaper jokes. 
—Yonkers Statesman. 


‘** Downey didn’t seem to get along 
very well in the editing of the magazine. 
What was the trouble?” 

“| have heard it said that his gray matter 
was too green.’’—/udge. 


A current news item tells of a print- 
er who hanged himself with the office towel. 
It is probably untrue. If a printer wanted 
to commit suicide with the office towel he 
would be obliged to club himself to death.— 
Buffalo Express. 

His Nom de Plume.—‘‘ I have been 
trying to think of a suitable pen name,” said 
the young author. ‘* Could you suggest one?” 

“If itisone of these cheap fountain pens 
a wish a name for,”’ answered the Rev. Mr. 

ilgus, ‘* you had better ask some one who is 
not debarred by his profession from expressing 
himself.” —/ndianapolis Journal. 


Had Precedence.—Editor : That was 
asmall report this morning on the tenement 
house fire. We didn’t have the names of half 
the victims, 

Assistant—There wern’t enough composi- 
tors to set them up, 

Editor— What were they doing? 

Assistant —Setting up your editorial on 
“Dangerous Firetraps.”""—Des Moines Ar- 
gonaut, 


A Modern Libretto.—Superintend- 
ent of Asylum: I have a remarkable lot of 
stuff there. 

Visitor—Seems to be a collection of manu- 
scripts, 

Superintendent-—Yes ; I require all the pa- 
tients to write what is uppermost in their 
minds every day. 

Visitor—Do you want to make some money 
out of it? 

Superintendent—Yes, if it can be done. 

Visitor—All right. I'll write the music to 
it and we'll put it on the road as a comic 
opera.—Judge, 
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Not Their Fault.—Cobble: I was 
looking over a lot of my verses in my desk the 
other day, and I found the cockroaches had 
been at peng 

Stone—Don’t blame the cockroaches. They 
can't read.—NV. Y. Hera/d. 

JOKES OF INTEREST. 
Young Smith was forced to pawn his watch,’ 
And now goes round without it ; 
But keeps the monthly interest paid 
By writing jokes about it. 
—Puck. 


Not a Follower of Wanamaker.— 
St. Peter: You were an editor of a political 
organ, | see. Didn't you do a good deal to 
help the devil? 

Shade of Editor—No, sir—no, sir—never! 
He was never nominated by our party.— 
Dallas Town Topics. 


The Blessed Innocent—It was in- 
deed a remarkable example of newspaper en- 
terprise, and it accomplished a great good. I 
wonder that the other papers, yours included, 
absolutely ignored the thing. 

The Editor of a Great Daily—What! Blow 
the horn of an esteemed contemporary? My 
dear fellow, the millenium has not yet come. 
—Philadelphia Bulletin. 


‘* When you introduced me to that 
singulah person, why didn’t you tell me he was 
an awthaw ?”’ 

** There's no harm in his twade, deah boy.” 

** But they say he takes notes of all his con- 
versations, and he’s been getting all my best 
ideahs for the lawst half houah. Suppose, 
now, I should want to use them again mee- 
seif!"—Brooklyn Eagle. 

Not Deserving of Recognition.— 
‘* By the way,” said the gentlemanly looking 
person in the black broadcloth suit, “if you 
mention my name in connection with the acci- 
dent you may say that ‘Dr. Swankem was 
called and the fractured arm was suitably 
bandaged,’ or something to that effect. Ple 
spell the name correctly. Here’s my card.’ 

** Thanks,”’ said the reporter, looking at the 
card. ‘* You are next door to Dr. Rybold, I 
believe. Are you acquainted with him?” 

*No, sir,”’ replied Dr. Swankem, stiffly. 
“*We do not recognize Dr. Rybold as a mem- 
ber of the profession, He advertises.””—CAi- 
cago Tribune. 


The Way Out.—Sims: Good morn- 
ing, Pensmith. I have been enjoying your 
serial now running in the Social Boomerang 
very much, but for the life of me I cannot im- 
agine how it is going to come out. In the last 
installment you left Reggie De Pinhead, the 
hero, in a terrible predicament, the villain 
having nailed him by the ears to the floor of 
the deserted villa, saturated the building with 
turpentine and set fire to it. In the conclud- 
ing paragraph the roof falls in and the nearest 
help is a stone-deaf man digging in the bottom 
of a well half a mile away. Now, if you please, 
I wish you would tell me how you propose to 
save the hero. 

Pensmith—Oh, easily enough. You see, the 
Reggie De Pinhead who was in the burning 
house was not the real Reggie at all, though 
he had believed so all his life, but his own 
foster brother for whom he was exchanged by 
a wicked nurse at the age of two days. The 
villain tells him this just before he jumps out 
of the window, and the poor fellow is so re- 
lieved at finding that it is not really himself 
who is about to be cremated, but a compara- 
tive stranger, that he does not mind it at all,— 
Life. 


Correspondence, 


IT WILL BE AN “ISSUE” IN THE COM- 
ING ELECTION. 


New Market, N, J., August 16, 1892. 
Editor of Printers’ Ink : 

Your correspondent, C, E. Houghtaling, is 
by no means alone in the views he expresses 
on the Wanamaker question. 

I enclose a copy of a communication I sent 
to a gentleman closely allied to the present 
administration, which reflects the consensus 
of opinion formed from a pretty extensive 
correspondence on the — referred to 


therein. TANLEY Day, 


New Market, N. J., June 25, 1892. 


Dear Sir—I think it would be well for you 
to call the attention of your friend, Mr. H., 
to the stand a very large number of Republi- 
cans take upon the Post-Office question, and it 
would be a dangerous thing to have Wana- 
maker's Substitute Bill presented or passed 
upon the eve of a contest, and the matter 
requires special watching. It is only this 
morning I received a letter from a prominent 
Republican in the State of New York, who 
says: 

‘I have read with much interest the last 
issue of your ‘ Guide.’ I believe it will meet 
the approval of all fair-minded people. 
Always a Republican in national litics, I 
have never voted for a Democratic Presiden- 
tial candidate, but sooner than vote for a 
President who will retain in office a man with 
the record the Postmaster-General has made 
for himself, I would refrain from voting at 


Another life-long Republican in the city of 
New York writes me: 

“Are you ready to work for Cleveland in 
the hope of cleaning the Post-Office ?"’ 

Under any circumstances it would be a 
wise thing if the announcement could be 
made that, even if the present incumbent is 
re-elected, there will be a change in the Post- 
Office Department. 

His action on Printers’ INK alone, unless 
settled before the election, will be very much 
against the party, as the outrage perpetrated 
is taken much to heart by the publishers 
throughout the country. 

Srantey Day. 





noida 
READY TO WORK IN THE GOOD CAUSE, 





GeorGe CHIPMAN, ) 
Manufacturer of Brushes, > 
PuHILaApDELpuia, August 6, 1892. 
Editor of Printers’ Ink: 

I am so interested in the case of Printers’ 
In« that I beg leave to ask if this matter can- 
not come to issue in some definite way. 

The, to me, flagrant opposition of the P. O. 
Department should be called in question. 
Cannot it be demanded of the Department in 
what respect Book News differs from Print- 
ERS’ Ink? Cannot it be asked and demanded 
in what respect Printers’ INK must alter its 
present policy to obtain admission to the 
mails, and if demanded of Printers’ Ink, 
why not of all journals ? 

If the job advertising department of Print- 
ers’ Ink cannot be advertised in Printers’ 
Ink neither can the job department of the 
New York Herald be advertised in the New 
York Herald, and the latter retain its admis- 
son in the mails as second-class matter. 
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What function has the Department as to 
how subscriptions are paid, whether in oj] 
certificates, paper money, light weight (412 
grains) silver dollars, or butter and cheese or 
gold? What right has the Government to 
enter into the nature of this contract? 
Suffice it that the journal is of moral tone and 
of acceptable merit to a constituent portion of 
the community, and the servants of the People 
must grant the privilege accorded to like 
journals, 

[ have not theinformation you have in these 
matters, but it does seem to me you are en- 
tirely too lenient, or you have to be too 
lenient. 

I should be willing to devote some energy 
to this matter, for I do believe it is an outrage 
upon the freedom of the American citizen, 
Sincerely yours, R. B. Cuipman, 





> 


“A BUMP ON A LOG.” 


Bonanza, Wyo., Aug. 15, 1892, 

Editor of Printers’ Ink: 

In your issue of August 3 I notice with 
gg meee feelings a letter from Mr. Chas, 
=. Houghtaling, my boyhood friend and 
school-mate, in which he makes the some- 
what radical suggestion that the proper way 
to get rid of Wanamaker, . G., is to 
defeat Harrison. The plan is a poor one, 
with all deference to my friend’s sagacity, 
Wanamaker has made himself so conspicu- 
ously worthless in the Post-Office Depart- 
ment that his time as its chief head is limited 
to a brief continuance, no matter whether 
Mr. Harrison is re-elected or not. Here in 
the wild and remote West he is regarded by 
the entire press of the State of Wyoming as 
little better than a bump on a log, and Re- 
publican and Democratic publishers alike are 
with you in your righteous fight to rid the 
country of his services—the sooner the better. 

Tuos, FRANKLIN DaGGetTT, 
Editor the Big Horn County Rustler. 








CIRCULARS DON'T PAY SO WELL, BUT 
HOW ABOUT NEWSPAPER 
ADVERTISING ? 


Cincinnati, Sept. 1, 18>2. 
Editor of Printers’ Ink: 


There is only too much truth in the opinion 
of the Birmingham Age-Heradd, as quoted 
by you on page 257, that advertising several 
years ago produced much larger results than 
at present, and that the most ne adver- 
tising in — paper brought trade. In medi- 
cine everything must yield to hard clinical 
facts. My business not concerning the gen- 
eral public, I cannot use newspapers, and 
have toemploy circulars. Twenty years ago 
any card or circular brought business at once. 
It was plain to see that the business was due 
to nothing else. In recent years I fail to see 
any effect, or at least any such effect, from an 
advertisement. 

In fact, advertising has oqppere’, re- 
peatedly, to injure business. ‘This has so 
often occurred that it has got to be a joke 
among my employees, and they confidently 
predict dull times upon the issue of a circular 
or pamphlet. After a few months, business 
revives, The customers remember my name, 
but forget what I said, and their confidence 
gradually returns. I have several times broken 
off a period of steady business by issuing an 
advertisement. 

My one-line advertisement under ‘‘ Special 
Notices’”’ in Printers’ Inx, I consider as 
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ing an advertisement as a whole page in a 
trade journal, As it goes to printers, who 
know me, they all know that it means print- 
ers’ rollers, and it dvesn’t waste much of their 
time. But in general advertising there is no 
more easy sailing asin the days of Drake’s 
Plantation Bitters. That easy day has gone 


Mihey told me out in Colorado that more 
money had been sunk in that State than had 
ever been mined in it, and I believe that more 
money has been sunk in advertising patent 
medicines than the business has ever produced 
in net profits. We can only remember the 
names of the very few successful ones. The 
thousands of failures who have sunk from 
$5,000 to $100,000 each are not recorded in a 
catalogue. ANDREW VAN BIBBER, 


THE FIRST NEWSPAPER ADVERTISE- 
MENT. 





RicumonD, Va., Sept. 5, 1892. 
Editor of Printers’ Ink: 

In Printers’ Ink, August 24, '92 (p. 224), 
appears the following: 

“In the /mpartial Intelligencer, London, 
of March 7, 1649, appeared the first regular 
advertisement of which anything is known. 
It was inserted by a Suffolk gentleman for the 
return of two of his horses which had been 
stolen,” 

I beg leave to offer an older one, which, I 
think, is entitled to the first place. 

The earliest known advertisement of mer- 
chandise which has yet been discovered occurs 
at the end of a Dutch black-letter newspaper 
which was published in the reign of King 
James I., without name or title. The adver- 
tisement in question is inserted at the end of 
the half sheet which constitutes the paper and 
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contains the news, dated November 21, 1626, 
and is printed in a style of type which differs 
from the type used in the rest of the paper. 
This advertisement, which may be said to 
stand at the head of the newspaper advertise- 
ments of the world, gives notice that 

re imp will we ie a sale b —- of 
articles taken out of prizes, viz.: Su vi 
Pepper, Tobacco &  pmeaee e y E PE Tw 

tt desirable, I can send copies of several 
other advertisements which were published 
prior to the date mentioned in Printers’ Ink 
(1649). One of these is in the Courante uyt 
Italien en de Duytschland, July 23, 1633; 
another in 7ydinghen, June 2, 1635; also in 
“* Perfect Occurrences of Every Date, Journal 
in Parliment and other Moderate Intelligence, 
No. 13. From Friday, March the 26th, to 
Friday, April the 2d, 1647”; also in Mer- 
curius Electricus, No. 45, dated October 4, 
1648. ¥ E. Woopwarp. 


THE COUNTRY EDITOR WOULD NOT 
BE IN IT. 





Markuaom & Buxton, 
Job Printers and Publishers. 
Editor of Printers’ Inx: 

* * * Where would the country editor— 
myself—be if his publication is to be ref 
passage through the mails because he takes 
pot » CRS, ge, clothing and, in fact, 
everything and anything in payment ? 

If the “‘ Wanamaker idea” should become 
a law, and give to postmasters the power to 
refuse the passage of such papers as did not 
suit him in politics, or some personal reason, 
it looks as though it would result either in a 
great reduction of papers or else a greater 
number of postmaster-editors. Yours truly, 

Wheatland, Iowa, F,. W. Buxton, 
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1. The guaranteed and 


sworn circulation of our 





one paper is greater than the combined circulation 





of twenty-two hundred (2,200) of the so-called List 





papers. 


2. Comfort goes to over 


eleven hundred thousand 


homes and is regularly read by more than five million 


people. 


3. Comfort has the largest guaranteed circulation in 
America and is the best paying advertising medium in 


America, 


Represented by all responsible agents. The Gannett & Morse Concern, 
Publishers, Augusta, Maine. Boston Office, 228 Devonshire Street. New 


York Office, 23 Park Rew. 
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A KANSAS EDITOR’S EXPERIENGE. 
From the Atchison Glode. 
About every fourth man who calls on you 
wants to rob you, 
calinesaiiiiapiosneithaciiaio 
A SAMPLE ADVERTISEMENT. 
STRIKING, 


The goods in our windows will strike your 
fancy at sight; then strike your attention by 
their. excellence, and then strike you as indis- 
pensable to your happiness. 

At this point you will strike a bee-line for 
the department where the goods you desire 
are kept on sale, There you will be struck 
with astonishment at the magnificence of the 
apartment, the remarkable display of mer- 
chandise, and the beauty and suavity of our 
attendants ; and then you will at once hasten 
to strike the best bargain that you ever saw. 
Every sale is a ten-strike for the customer. 
Come in and be struck, Otp JourNAList. 





idieieegialanee 
WILL TAKE THE ADDER TO HIS BOSOM. 
From Florida Facts. 

Mr. W. D. Showalter, in Printers’ Inx, 
suggests that the abbreviation ‘* ad.”’ so often 
used in speech, in writing and in print, be 
hereafter used not as an abbreviation, but as 
an outright substitute for the long word adver- 
tisement. He truthfully says advertisement 
is a clumsy, elongated, unhappy term, and its 
ordinary abbreviations not much better, and 
suggests that if newspaper men will simply 
use the word ad without a period or quotation 
marks we shall soon lose the parent word alto- 
gether. If a word of two letters can be sub- 
stituted for one of thirteen we welcome the 
change, but with it other new terms must fol- 
low ; the plural will of course be ads, but what 
shall be substituted for advertising and adver- 
tisers? The former doubtless would be 
* adding ”’ and the latter ‘‘ adders,”’ and then 
how fondly would we all take the adders to 
our bosom. 


THE EDITOR WAS TOO FUNNY. 
From the National Journalist. 
Occasionally the publisher of a newspaper 
takes it into his head to bring out in cold 
type, verbatim et literatim, the ungram- 
matical and misspelled communication of 
some illiterate person who has found occasion 
to write to the paper. Such _ productions 
sometimes furnish amusement for a whole 
community, while the unfortuate correspond- 
ent wonders what everybody is laughing at. 
But it is not always safe to thus hold up to 
ridicule the poor spellers, for sometimes they 
find out what is going on. Then woe be unto 
the giddy editor. A casein ge ge aay E of the 
editor of the Banner, at Caddo, I, T Mrs, 
Dr. Thom sent him a badiy-spctied letter 
stopping her paper. He thought it would 
look funny in print and gave it a place in his 
columns. Soon after itappeared Mrs. Thomp- 
son set out on the war-path, armed with a 
horse-whip and revolver, and, discovering the 
unfortunate journalist on the street, lashed 
him vigorously with the wy and after he had 
ied in disarming her of that weapon, 
tried to shoot him. Mrs. Thompson also sent 
for her husband, who was absent from home 
at the time, and there is no knowing where 
the trouble will end. 
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The Didnt Giana is not the on 


publisher of Book News.—A.D. Hazen. 


This item belongs in the funny i 


column, but was crowded out. 








WANTS. 


Advertisements under this head, six li 
less, one time, $1.00. —— 


W iaE AGEL ” Printers’ Ink. 


CTIVE SPECIAL AGENT in —_ large 
WOMAN’S WORK, Athens, G ~ 


Wane. Second- bend Fairhaven Press, 
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Ly -y F saoss. Suitable for any business. 
d six ce} for sample copy. RIFFITH, 
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V 7 ANTED—HARPER’S W WEEKLIES—In good 

condition for ee the wie 4 num- 
bers: 1401, 1436, 1463, 1620-23-28-30-34-35-36 and 
1713 af Harper’s Weekly. A. H. CHEW, Mer- 
cer, 


A N experienced newspaper man now in c! 

of the circulation of one of the jending dal 
newspapers in om oat ted States will be willi 
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salary. ‘Address a JACKSON, ”” Printers’ Ink. 


W ANTED—Ci: reulars, etc, etc., to distribute in 
three opp counties of California— 
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wo years. References from_present employer. 
Address “ N.,” care Printers’ Ink. 
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daily or weekly newspaper. Fourteen 
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newspaper busin Liberally educated, sober, 
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“C.N.,” care Printers’ Ink, New York. 


GENTS—We wish reliable men in all parts of 
the United States, who are already traveling 
salesmen, to carry our lubricating oil and grease 
in every as a side line. Our lubricants are used 
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RERS’ OIL CO., ClevAland, Ohio. 
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est in established weekly newspaper and 
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Sitention. Address “ PHCENIX,” Riverside, Cal. 
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New York. 


this after 
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make money. Takes $7,000—$5, 
Wall equi business. Rare 
“ » Printers’ Ink. 
of ladies and others (to circularize). 
Ne cn as have bought or are now buying 
artists’ materials, art handbooks, or have an: 
swered advertisements rela’ to home art 
studies. TaGv ten 1891. 
Send pri oy ieatlar, 23 Union 8Sq., N. ¥. 
TED—Eastern investors of rey mall 
Winton, to Ly 2. Paid- or Division eg 
k, guaranteeing and paying 5 per cent pe 
aay perfect security ; strict State supervis- 
ai be — Deaed 5 over two hund 
id in. ’ Write for literature. e 
eingto oom ational Building, Loan and Invest- 
ment as Looks 
OUNG po Man, five years’ experi- 
ence, now wi ing newspaper in ay of 


25,000, desires a change to a larger field. ave 
met with unvarying success. Advertisement 
writing my specialty. Highest commendation 


m present and ewe employers furnished 
pay 20 a week, DO less. ‘Address © * CHANGE,” 
care Printers’ I 

7 ANTED — Your r translations — English to 
W French — French to English — German to 
lish, and vice versa. Satisfaction 


French or 

guaranteed. Can place our advertising in one 
or 100 French | pers in Canada at small expend- 
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— free. . LIONAIS, P. O. Box 957, 
... ee 
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Wanted —Names and addresses of 


by Times- = ut 
quickest to | 


al 
astest to write ; taught by mail in 
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PARAGON SHORTHAND ettor 3, 186 Robin 
Street, New Orleans, La. 


V 7] ANTED SITUATION—Permanent new: 
work, by practical —— familiar 

branches ; 16 years at 

ten (present 
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&, country and city ; last 





92 
Siphia, Penna. 





FOR SALE. 


Advertisements under this head 7 cents a line. 


QILK PIECES FOR PREMIUMS. 
~) MARIE, Little Ferry, N. J. 


YREMIUMS FOR NEWSPAPERS. 
CO., 146 Worth St., New York. 

y 
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Buys 1 inch 4 times in Sunday and Weekly. 
] p{mens ILLUSTRATIONS for papers. Cat- 


E. M. LE- 


EMPIRE 





Address NEWS, $, Youngstown, ¢ ) 
alogue, 25c. ILLUS. CO., Newark, N. J. 


A§ mn cy Tieaw, Art Amateur’s exquisite 
Color Studies for copying - F a at 

MONTAGUE MARKS, 23 Union 8q., 
100, 000 Agents’ addresses, printed and 
gummed. We sell of any State at 


$2 00 1 000 or forfeit 4cts on each returned 
“dead.” Try 1,000. AGENT’S HERALD, Phila , Pa. 


oe 
SPECI AL } ‘OTICES. 


Advertisements under this head, two lines or 
more, without display, 75e. a line. 


G RIT 


V AN BIBBER’S. 
@ POKANE SPOKESMAN. 
‘ 


G-K—0—R—D—E-M—A—N—N-E-N. 
‘ 


I EVEY’S INKS are the best. New York. 
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GC SORDaasnER, the only. Minneapolis, 
= T. MULLINS’ =enane AGENCY, Faulk- 


id, Del. $ per 1,000. 
Burra 7 TIMES proves = over 33,000 circula- 


Bes HOTEL. Gt abeb is a Seggsenive and pro- 
gressive. Suits | the time: 


GENTS suet Ton Te York The leading 
copy. 


agents’ paper. Send for 
ee aur. IT IN THE POST,” South Bend, Ind. 
y morning paper in in Northwest Ind. 


Ani, BRIEF (St. Louis). lenges circula- 
M tion of any medical dical journal in world. 


EWEY’S Canada List (60 4 votes 

30c. line. D. R. DEWEY DEWEY Hamilton 

4 i BRICKMAKER, | Chi a Ii, pees a 
month reaches * oe sa 


Pea .—DAVIS a. CO., No. 605 
Washington, L.C. CHARGES MODERATE. 


$1.50 Fonbines cage, Says ete, x, 


7,000 
DVERTISERS’ GUIDE. 7 pete of 
4% stamp. 


STANLEY DAY, New Market, N. J. 


| LIFE, of Rochester, N. Y., 16 6 pages, 64 
columns, monthly. Guars Guaranteed in, 25,500. 


UPERIOR Mechanical Eng Engravi omen Elec- 

S trotype Eng. Co.. 7 New Chambers 8t., N. Y. 
T IS BIGGER — THE TERRE HAUTE EX- 
PRESS—t 


han any paper in Indiana outside 
Indianapolis. 


K ANSAS is thoroughly cov covered by THE KAN- 
\. SAS WEEKLY CAPITAL, Topeka, Kan , the 
leading farm and family new newspaper of the the State. 


UR RATES we so low ee) = soar buy a 
page ad rove Sample 
free USTRATE WEEKLY, Topeka, Kansas. 
] Jars and pr PUBLISHERS, please send circu- 
AT ane rice list of your directories to U 8. 
an +. , L. Box 1407, Bradford, McKean 
0., 


>6rne peste. Plummer & C 161 

m 8t., N. Y., sell every kind of 1 paper 

con by 7-1-4 and Printers’ Ink lowest prices. 
Full line quality of Printers’ 


[RE PEOPLE’S ~ ILLUSTRATED JOURNAL 
(monthly), New Orleans, A Southern fam- 
ily magazine, it reaches Sou’t Sou’rn homes. Adv’tiset 


t ALAXY OF MUSIC, Bosto Boston, Mass.—We prove 
what we say or no pay. Circulation for 
pM 20,854. Average for year, 23,838 copies. 
Rates and sample free. Corresp 
TT OHIO State JOURNAL goes the 
homes of ~ xis, "sakes; 8 Sowa c Ohio. 
Daily, 12,500; Sunday, 17,000. 
Nearly all the Ae ‘jeneral advertisers use its 
columns regularly. 
jean application we will send an tem 
Ut 4 — _ 4 a of our po ications bi 


Address LEAV 
WORTH PUBLISHING CO., publishers of THE 
INDICATOR, Detroit, Mich. 


QCANDINAVIANS! 
N 





The Forum 
nine tenths are farmers. Forum 
added, “And SKORDEMANNEN is 
Swedish farm paper in America.” Scent somal 
gt medium for advertisers. Minneapo! 
nn 


EFERRING to THE GALVERtOS NEWS, Geo. 

P. Rowell & Co., “ey - ft of Printers’ Ink, 
peg | 20th, ’92, sa also an 

pa rin Galveston. daily and weekly, that 

pe we wer the whole of Texas. ” For sam) 

somes, rates of advertising, etc., address A 

BELO & CO., Galveston, Texa Texas. 


GKORDEMANNEN guaran See as mi 
K number to be ma: led: Sey 


aaa in America, 
ORDEMANNEN, Minneapolis, Minn. 
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A JOURNAL FOR ADVERTISERS. 


PUBLICATION OFFICES : 
No. 10 Spruce Street, New York. 
No. 138 Fleet Street, E. C., London. 


Issued every Wednesday. Subscription Price: 
One Dollar a year in advance ; single copies, 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred. 

ADVERTISEMENTS, 75 cents a line ; $150 a page ; 
one-half page, $75; one-fourth page, $37.50. 
Twenty-five per cent additional for special posi- 
tions—when granted. First and last page fifty 
per cent additional. Special Notices or For Sale, 
two lines or more, 75 cents a line; Wants, six 
lines or less, one time, $1.00. Advertisements 
must be handed in one week before the day of 
publication. 


JOHN IRVING ROMER, EDITOR. 





NEW YORK, SEPTEMBER 21, 1892. 








THE answer to Wanamaker’s letter 
excluding PRINTERS’ INK from the 
mails as second-class matter was print- 
ed August 24. It disposed of every 
point set up by the Post-Office Depart- 
ment. When submitted to the Post- 
master at New York he promptly 
authorized the paper to be mailed 
without stamps until the Department 
at Washington should reconsider the 
case. The Department has now had 
the question of a reconsideration be- 
fore it for a month and has not yet 
announced a decision. This illustrates 
the difficulty a citizen has in dealing 
with the Department. The Depart- 
ment can WAIT. If the citizen cannot, 
it is worse for him. 





THE New York Sun intimated many 
years ago that the time was then not 
far distant ‘‘ when the Sw would find 
it necessary to limit the advertisers, as 
the reporters and other writers for its 
columns are limited, each to a space 
to be determined solely by the public 
interest in his subject.” To-day this 
prophecy is further away from fulfill- 
ment than ever. It probably repre- 
sented the editor’s, not the publisher’s, 
wish. The truth of the matter is that 
the size of an advertisement is matter 
that adjusts itself. An advertiser will 
not long continue to use an amount of 








space that the ‘‘ public interest in his 
subject” does not justify. The re. 
turns are a more infallible indication 
than the judgment of any copy reader, 
however expert. 





‘Our $5 blankets are downy in 
price and quality,” is a suggestion 
from the Dry Goods Economist. 





THE American Encyclopedia of 
Printing says that among printers ad- 
vertisements are called ** ads” or ‘‘ad- 
vers.” 





Tue Overman Wheel Co. is sending a circn- 
lar of queries to publishers of newspapers with 
a view to obtaining the majority opinion as to 
whether an advertiser should be charged with 
“space occupied by type,’’ or “‘ space between 
rules.” It will be interesting to know the re- 
sult.—-National Advertiser, Sept. 1. 

The “‘ result” can be found in Print- 
ERS’ INK for September 7. No charge 
for information. 

sd 

IT is just as well to let Biblical 
quotations alone in advertising. They 
may be used with all respect, and, from 
the advertiser’s point of view, no harm 
may be intended. Yet such adver- 
tisements are certain to shock many 
people. Thus we find ‘‘ Cottolene” 
quite extensively advertised in connec- 
tion with Paul’s advice to the Thessa- 
lonians ; ‘‘ Prove all things, hold fast 
to that which is good.” The adver- 
tiser displays this as a heading and 
then goes on to say: ‘‘ Cottolene, the 
new shortening, is one of those things 
which all housekeepers are proving, 
and they certainly are justified in hold- 
ing fast to it.” With the whole of lit- 
erature before him the advertisement 
writer ought to be able to get along 
without perverting passages from the 
Bible to business purposes. 








BIG REAL ESTATE ADVERTISING. 


J. H. Wurreneap & Co., REAL 
Estate AND Loans, 
Cuicaco, Aug. 25, 1892. 
Editor of Printers’ Ink: 


I inclose herewith an advertisement of this 

firm in the Sunday 7riéune of May 5, 1891. 

I send it to you with the inquiry as to 

whether it is not about as large a classified 

estate advertisement as has been pub- 
lished by one firm ? 3,375 lines. 

Respectfully, 
Frep, W, Goupy. 


The advertisement in question is set 
in solid agate and fills twelve columns 
of the Chicago 7ridune. Can any one 
make a bigger showing ? 
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Mr. Joun H. Woopsury, derma- 
tologist, whose face, devoid of neck or 
body, has looked out at newspaper 
readers for so long, has invented a new 
style of advertising almost as alarming 
as the old. In certain papers he is in- 
serting a two-column advertisement. 
It is set in solid type, relieved by a 
portrait of Mr. Woodbury in one col- 
umn and an outline drawing of a 
donkey in the next. The connection 
between the two pictures does not ap- 

The reading matter is charac- 
terized by a breeziness that is enter- 
taining to a degree. Here are some 
sample paragraphs : 

FLESH WORMS SLEEP IN THE 
FLESH. They make themselves a bed and 


sleep the idle hours away. Want me to wake 
them up? 1 can doit without an alarm-clock. 


IT IS THE DUTY of every parent to look 
to their children; don’t let that running ear, 
or that crusted eyelid on little Jimmie or 
Katie or Willie continue any longer. Write 
me a letter about it. 


DON’T THINK YOU ARE SMARTER 
than Joun H. Woopsury, for you are not. 
You will have to study for twenty years be- 
fore you can catch up with Pror. Woopsury. 
Explain your case in a letter and we will tell 
you just what disease you suffer from. 





INFORMATION WANTED! 


Mr. CARROLL SEMINARY. 
Editor of Printers’ Ink: 

Will you | suggest an electrotype that 
will fill just one line of space, in a type that 
will strike the eye readily, with the following 
matter: ‘*SemINARY OrgAD free at Mt. 
Carroll, Ill.” ° 

Another of two lines, as follows: “‘ Free 
Orgzap of Seminary & Conservatory of 
Music, at Mt. Carroll, Ill.’ 

Will you also advise me of the place to 
have the job done and the prubable cost per 
hundred? T. A. M. Sumer, 

Mt. Carroll, Til. 

We print the above letter in order 
to illustrate the disadvantages the ad- 
vertiser, ignorant of the printing busi- 
ness, sometimes labors under. ‘‘ Just 
one line of space” sounds very exact 
to the uninitiated, but to a printer it is 
a most elastic term, One line may be 
the width of PriNTERS’ INK’s columns, 
or 22 ems of nonpareil. Again, it 
may be the width of the average news- 
paper column, or 25 nonpareils. If 
our inquirer was having his advertise- 
ment prepared for the columns of the 
New York 77ribune it would need to 
be 31 nonpareils wide. Again, he may 
be intending to advertise in the maga- 
zines to the extent of a full page, in 
which case ‘‘one line” would, o 
course, be much wider still. The 
depth of the type, too, is not indicated 
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by the expression, ‘‘ one line of type.” 
He might have in mind a large display 


type, or a type no larger than agate. 


GEO. WM. CURTIS ON QUES- 
TIONABLE ADVERTISING, 
(From the Editor's Easy Chair.) 

When a man calls upon an editor to 
state why he admits to his columns 
certain notices or advertisements, the 
usual reply is that the editor is not a 
moral censor. He offers to the public 
a vehicle of communication, and he 
does not, and cannot, guarantee the 
truth or the propriety of the thing 
communicated. 

This is the general plea, which is 
not true in detail. For, in the first 
place, the editor does regard propriety 
of form. If a man should send to a 
reputable newspaper an announcement 
that a cock fight wouid take place in 
his house upon a certain day, or that 
he had a dog-pit for which he solicited 
public favor, or should offer still more 
questionable advertisements yet of 
things not forbidden by statute, the 
reputable newspaper would decline. 
Yet, if many of the same objects were 
sought under phrases not obnoxious to 
instant censure, although well under- 
stood by the editor, they would often 
be admitted; while some he would 
reject under every pretense, and often, 
but not always, not so much for the 
reason of immorality itself as that 
certain immorality is hurtful to trade. 

So he is a moral censor in such 
matters after all; and the question is 
upon what principle his censure shall 
proceed. Clearly, the principle of the 
newspaper must be that it will not 
directly or indirectly consciously con- 
nive at immorality. 








“A SUMMER IDYL.” 
Respectfully Dedicated to John Troublemaker. 


He holds a Government position, is a man of 
high ambition 

(At least it’s so reputed in the city where he 
dwells). 

He deals in Bible maxims, postal cards and 
standard axioms, 

Is a thrifty politician, and—yes, something of 
a swell. 

You might think he owned the nation, but "tis 
only head inflation, 

Though of a type that’s dang'‘rous to the 
journals of the land ; 

It’s time his reign was ended, he peremptorily 
suspended, 

And sent to Philadelphia to his Pietistic band. 


Joun R.* Barratt, 
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2000 fr bo tilt 0: Box tou Boston 
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PATENTS Meats ZgERALD. Washing. SPOKESMAN 


C. 44-page Book FRE has 75 ¢ id , 
as 75 per cent more paid subscribers 
BOSTON. Pg like my ads. 80 ny 4 net ow paper published 
LAA me EB pose, ots i, cos’ W a within miles of Spokane, W ash. 


23.900 Farmers aes = WATCHES 
TRE) “s-... PREMIUMS, 


ress the manufacturers direct. 


Add: 
THE PHILADELPHIA WATCH CASE CO., 
1) kis. ST DENS a peey. | 140 So. Third St., Philadelphia, Pa. 


Do.2OU,WANT AGENTS! Ihave sent to 4.39 STUDY LAW 


ices for the pemnes of Agents AT HOME 
own use. Send for ¥ 
EJ BMEAD, Vineland, N. 3. | Take & Course in the 
———— Sprague Correspondence 
» = 
P U B Li ic noes Ady ertiaers. | School of Law. (Incor- 


OPINION “ohne: porated.) Send ten cents | 
New York. | stamps) for particulars to 


for go geen Beals. cheap, | J. COTNER, Jr., 
ring le eve me. n , i 

for proofs free. CHAS. W.HAR-| Se°’y, Detroit, Mich. 
oO. 312 Whitney Block. 


SAN FRANCISCO CALL. 


Established 1853. 
Daily, 66,759—Sunday, 61,861. 


The Leading Newspaper of the Pacific Coast 
in Circulation, Character and Influence. 
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THE EVENING JOURNAL,| 


JERSEY CITY, N.J. Circulation, 15, 
Advertisers’ say it pays. on 


YOUTH'S LEADER, 


Over 40,0 000 ‘copes a 
Advertising, 30 cts. per agate line. 


Kate Field's ruorpy etre MP nee 


Washingt wegeaestent 1 
Traine cease. OIG H, N00 Der month 


‘e make Good Cuts at + rates : | 
traite "tbe: I col, Buildings, $2.50; 2 col, Bull, Proved Average past Nine Months. 
$3.50." The stuff for boom editions. Try u 
CHICAGO PHO. ENG. CO., 185 Madison St., | Chi. | 


at 55 A RARE BOOK! 
FOR MEN. 

10 Cents Silver 

Mailed Secure, Or Six 2 Cent Stamps | 


P. 0. Bor 108. = NEW HAVEN, CONN. | 
































Rates Lowest for 
quantity and quality of 
Circulation. 











THE HoME CIRCLE, }) 
75,000 Copier Bach itonth. ‘Advertising in in England. 


An exceedingly desirable medium ‘for 
GENERAL ADVERTISERS. I will be glad to furnish accurate and specific 
Try 10 lines one time for $5.00, intocmetien abons oe coms of any pee oc oneer” 
THE CIRCLE PvB. ng in English publications stimates su 
Hous . Co., St. Louis, Mo. aera _withou . caiege Asa rantee of my 
yl y say thatI am the i 
Write to BRUCE: r: resentative of t INTERS’ INK, and I beg to 
“Renew my contract er specially to the following 
in 


H. H. WARNER & Co., L’t'd, 














From 
Te suena ae Proprietors and Manuf’rs of Warner’s “ Safe’ 


medies, 

as I cannot do busi- 86 Clerkenwell Road, Lonpon. 
ness successfully| We have known Mr. F. W. Sears , the represen- 
without this great! tative of PRINTERS’ INK in En, jand, for several 
journal. 1 congratu- nm and or testify as to his integrit y and 

te you upon the| honesty and also his ability to represent any 
splendid results. It Amerinan panteniion in Wwe land. 

7 (Signed) H. NER & CO., L’'t’d 


ter, WM. G. BRUCE, Correspondence i dade Add 
Publisher. SEARS, Advertisin mnt, 
Milwaukee, Wis. “SS Fleet St., London, ‘ing land. 
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I write primers ;—adver- 
60,000 Monthly Circulation sieneneithe,. 7 pay me. 


Guaranteed Try, 4, yu. 


OF THE 


POPULAR + «+ S000 ME 
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EDUCATOR |= $i" = = 

, |= Printing = 

Tue Leapinc Educational Journal of| == — 
America, both in CIRCULATION and|== So/icited. 


INFLUENCE. 


For rates and sample copy, address our Ad- 
vertising Office, == 


TL ad Fifth Ave., New York. |= PRINTERS’ INK 
PRESS, 


8 SPRUCE STREET, 
NEW YORK. 
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Good Work 
Executed 
Promptly. 


Sa NNN 








SoA MINOQIN00 000 0.000000 

















ADVERTISERS —":2"Se Wing MACHINE TIMES, “Sse 








Estimates Submitted. | If you are thinking of advertising, let me 
| send you figures. No charge. Liberal dis- 
| counts allowed on all publications. 





























Effective Advertisements |B. L CRANS, 10 Spruce St., New York. 

KEYSTONE Comprising 150 Weekly Newspapers of the 

B. L. CRANS, 10 Spruce St., New York, 
Dail 

made the Official organ at Hall. O ‘hicago pe age 

THE THREE GIANTS. Two-thirds 
Ladies’ Home Magazine. 
list. 


Prepared. Room No, 4. 
better class. A special low rate named. 
LIST. 
Room No. 4. 
The matter of a Club organ was -=% ond Tuk Crcun, with Mrs. J . C. Croly, as edito 
of circulation in the U. S. Combined rates, 
The Fireside Journal. 


No Ri rY th. 7 
| HE MACAZINE "OF ‘CHRISTIAN LITERATURE 
S aR. = and rates on application. CumrTon HALL, hew Yorx. 

Send for list and estimates. 
Uni rgan of The General Federation of 
THE NEW CYCLE, Women's Cc ae cnioage. Da De ‘Ne 4 THE Cro” was M 
the Fi veting, Ce 
made the organ, and pledged the as prose of the Federation. 
Canadian Agricuiturist. 
40 cents per line. It will pay you to use this 
PETERBOROUGH, ONT, 





B.L. TOdaNs, 10 Spruce St., N. Y. Room No. 4. 









THE NEW YORK LEDGER 


it on your list for fall business. Rate for 1,000 lines, to be used within one year, 
or for 52 consecutive insertions, $1.00 net per line. Make contracts now. 


ROBERT BONNER’S SONS, Publishers, Sprace and William Sts., New York, 


PRINTERS’ INK. 


Keep the fact in mind that the LEDGER pays advertisers, and don’t fail to put 











Che Christian Advocate. 


Official oh ye roe ae oy newspaper ot “‘ The Methodist Episcopal Church.” Circulation. over 


50,000 
people, and oo advertisements would be appropriate for a religious family journal. Address 


teed. We invite correspondence from advertisers who would like to reach our 


HUNT & EATON, Publishers, 150 Fifth Ave., Cor. 20th S8t., New York. 












THE CATALOGUE IS OUT. 


It is filled with ag things for Premium users. NEWSPAPER MEN want 


HIGH VALUE at LOW COST is the SECRET of SUCCESS 


146-148 Worth Street, - = NEW YORK, 





it now while compiling Fall Offers. Soap, Tobacco, Novelty 
Manufacturers, Seedsmen, Coffee Roasters get 
suggestions from its pages. 





in the PREMIUM BUSINESS. 


Send for the Catalogue. Net prices are in it. 


EMPIRE samaritan CO., 











BUSINESS— ces it Pay ?) 


If it’s well done. It must all be thought out. 
Particularly your advertising. To make this 
part of your business pay—is our business. 


THE ROBINSON-BAKER 
ADVERTISING BUREAU, 
107, World Building, N.Y. 

















DODD'S ADVERTISING AGENCY, Boston, 


2665 Washington Street. 








We only stipulate, in requests for estimate, that 
our figures shall not be quoted or used in any way in 
placing business through other channels. 

Giving our time we ask for good faith from the 
advertiser. 

Advertisements specially prepared for our clients. 


SEND FOR ESTIMATE. 


RELIABLE DEALING. — Low Estimates. - CareFut SERVICE. 
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It Pays to 
Advertise 


STRICTLY 
FIRST-CLASS 
GOODS IN 


The Arena 


Magazine 


Not high priced 
But high grade. 
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A general advertiser can cover 
this field by a large expenditure 
without using our papers. It is 
hardly worth while to try it, for 
with their help he can cover it 
more easily and at less cost. 
He gets also the endorsement 
of their columns and this his 
money can not buy elsewhere. 

We are ready to help to 
place your orders in this rich 
field. 





Put 
Them 
On 

Your 
Ref’d 


List Episcopal 


Cc ristian Instructor. 
Con, nee Ae Christian Recorder. 


Sunday Schoo! Times. 
PHILADELPHIA. 



























ARENA PUB. CO., —_ a hn eediaien Observer. 
Copley Square, —_ Over 260,000 Copies 
BosToN, - Mass. ™ eaieesica 
In the 
Our Van. PN 
Count 
id Sunday Mercury, 
Home. NEW YORK. 
Put It on Your List. ge 
Circulation 
ee Advertising in the SUNDAY MERCURY 


Guaranteed over 


100,000 
OR NO PAY. 
USE IT NOW. 











Write for rates, sample copies, etc., to 


A. L. FENTON, 
Advertising Manager, 
Room 63 World Bidg, 
NEW YORK CITY, 


or any reliable advertising agent. 





pays better returns on the amount in- 
vested than you can obtain elsewhere. 

One hundred thousand circulation. 
among half a million readers. Can 
you ask more for twenty-five cents 
per line! 


Give it 
a trial 
Sunday Mercury, 
NEW YORK. 
and be 





convinced. 
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Be Sure You are Right, 
Then Go Ahead! 


Make no mistake ; mistakes are costly, 
There is but one Allen’s Lists, and it is the 
first and only creator of the special field 
covered by its various publications, 

Allen’s Lists lead all. Results prove it. 
Substantial facts are what is wanted. 


TS 


ALLEN'S LISTS})® 








The facts prove that Allen’s Lists pay advertisers immensely. Every year 
the number of customers increase, every year the orders grow larger. 

Over a million circulation guaranteed and proved to the satisfaction of 
every advertiser. 

No deviation, summer or winter. Allen’s Lists are sure is the testimony 
of the world-renowned shrewd advertisers. 


Be sure you are right, then go ahead! 


This is what many of the shrewdest general advertisers are doing, and they 
make money continuously. Will it not be to your advantage to do likewise? 


E. C. ALLEN & CO., Proprietors, Augusta, Maine. 





If You Want Business, 
- ADVERTISE IN. - 


The GOLDEN RULE. 
IT DOES THE WORK. 


Has a circulation of 
"78,000 WEEKLY ® 


Carries the advertising of the best bouses in the 
country. 





For ‘Rates address 


THE GOLDEN RULE CO., 


F,. T. BURDETT, BOSTON, [I1ASS. 
Adv. Mgr. 
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10,263 





359 


This was the average Daily 
Circulation of THE MEmPHis 
Daity Scimitar for August, 
1892. Its circulation now 
far surpasses that of any 
other daily newspaper in 


Tennessee, 


Alabama, 
Arkansas or 
Mississippi. 








Memphis Mirrored in the Scimitar. 


THE SciMITAR is the only Mem- 
phis Daily which makes a de- 
tailed statement of circulation. 
Books and press-room always 
open to advertisers. THE SciMI- 
TAR is a high-class journal of 
wide influence and power. 





MEMPHIS SCIMITAR. 


Circulation for 3 Months 


June, 9,380 
July, 9,851 
August, 10,263 


September, 1892. 
J.P. YOUNG, Notary Public. 





For rates or other information, address 


R. A. CRAIG, 41 Times Building, New York. 








IT PAYS TO USE GOOD INK, 


A. 
wv 


g 





eee 


AS THE APPEARANCE OF A NEWSPAPER DE- 


PENDS LARGELY UPO? 
INK WITH WHICH IT IS 


Wilson’s News Ink 


IS GUARANTEED TO BE 


IF A CUSTOMER FINDS ANY FAULT THE 
MANUFACTURERS ARE ALWAYS WILLING TO 
HAVE THE INK RETURNED AT THEIR EX- 


PENSE. 


GIVE THEM A TRIAL. 


Prices and Discounts Mailed on Application. 


W. D. WILSON PRINTING INK CO. (Ltd), 


10 SPRUCE STREET, NEW YORK. 





THE QUALITY OF 
PRINTED 


ywwereeeeeeeeeeer 


SATISFACTORY, AND 


Apgrdbaaaapaiiajad 
VV VV rr rrr 
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| BOYCE’S BIG THREE | 


400,000 COPIES WEEKLY 


2-5Sths c. per Line per {,000. 
Best Paying and Cheapest Advt. Offered. 


400,000 COPIES WEEKLY 


2-5ths c. per Line per 1,000. 
Best Paying and Cheapest Advt. Offered. 


400,000 COPIES WEEKLY 


2-5ths c. per Line per |,000. 
Best Paying and Cheapest Advt. Offered. 


400,000 COPIES WEEKLY 


2-5ths c. per Line per !,000. 
Best Paying and Cheapest Advt. Offered. 


400,000 COPIES WEEKLY 


2-5ths c. per Line per {,000. 
Best Paying and Cheapest Advt. Offered. 


400,000 COPIES WEEKLY 


2-5ths c. per Line per 1,000. 











Best Paying and Cheapest Advt. Offered. 


aa BIG TH at aE 


Sivouintion —_. Ry A aay ae ntinued a time. Per line E, 1.0; 
LEDGER, 50c.; hree combi a "1 60. "Ap oy for ~y e any 
Agency, or - o 

W. D. ioeek CHICAGO, ILL. 
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The Greatest of all the 
Southern Dailies 
THE MEMPHIS 


Appeal- 
Avalanche 


For years has enjoyed a home reputation among the busi- 
ness and reading community far exceeding any other daily 
in Memphis, and now its influence is acknowledged and 
accepted not only locally, but throughout Tennessee, 
Arkansas and Mississippi. ‘The trade for 


Autumn 


like the falling leaves, is here, and 
the far-seeing advertiser is prepar- 
ing fora lively campaign, and his 
attention is naturally drawn toward 
the medium that covers three States. 
There is no paper on the Mississippi 
River, between St. Louis and New 
Orleans, that can place your 


Advertising 


before the reading, thinking citizens of 
Memphis and every city and town, on 
river or railroad, in three States, as ef- 
fectively, thoroughly and promptly as 
THE MeEmpHiIs APPEAL-AVALANCHE— 
Daily, Sunday, and Weekly—/¢he great 
Southern Tri-State Newspaper. 

THOS. D. TAYLOR, Business Manager. 
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“& PROVED ® 
The St. Louis Republic 


= = OFFERS =- - 


Circulation Evidences 
TO THE POINT OF 


ABSOLUTE DEMONSTRATION. 


A Daily average considerably exceeding 50,000—thousands 
more—is the showing for July. ‘This includes only the Daily 
and Sunday Editions, and the claim will be substantiated not 
only by affidavit of the publisher, but by the report of a com- 
petent expert, delegated by a leading advertising agency to 
make a thorough investigation in verification of the figures. 
THE REPUBLIC claims a larger bona-fide circulation, 
Daily and Sunday, either in the city of St. Louis or country 
outside of St. Louis, than any other St. Louis paper, and an 
average aggregate twenty-five per cent greater than the St. 
Louis paper next in rank. In substantiation of its claim it 
offers its books and records for examination, or will send a 
copy of the report made by an expert recently delegated by 
a leading advertising agency to verify the figures. 

An average for its Weekly, reaching 134,000 during July and 
exceeding 130,000 during the past three months, will be proved 
by fac-simile copies of Post-Office receipts and the affidavit of 
the publisher and corroborated by an independent expert report. 
A pamphlet of 45 pages, giving the Weekly circulation by States, 
Counties and Post-Offices, will also be sent. 


© 
The Advertising Rate of THE REPUBLIC per Thousand 
of Circulation is Extraordinarily Low 


for all Editions. 
® 


THE REPUBLIC, St. Louis, Mo. 








Address all Inquiries, 
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N accordance with our usual custom at the begin- 
| ning of the subscription season our no sample copy 
rule is temporarily suspended, and we should be 
pleased to send the September number to all the 
readers of Printers’ INK who care to apply for it. 

The circulation during the FALL MONTHS will 
probably exceed 20,000 copies per issue. Of the Sep- 
tember number more than 20,000 copies are on sale 
throughout the country. Every advertiser has been 





reached and it is proposed to reach the smaller mer- 
chant by inducing sales at the news-stand. For this 
purpose the. daily press will be used, and we are reason- 
ably certain that our entire edition will, as heretofore, be 
bought and paid for. 

Copy for advertisements should be in our hands by 
the 2oth inst. 

ART IN ADVERTISING CO., 

80 5th Ave., City. 
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SSRN Reena eee es 


My first may be found in check, but not in draft. 
My second is in ice, but not in water. 

My third is in run, but not in speed. 

My fourth is in justice, but not in truth. 

My fifth is in trouble, but not in peace. 

My sixth is in labor, but not in industry. 

My seventh is in part, but not in whole. 

My eighth is in time, but not in clock. 

My ninth is in sister, but not in brother. 

My tenth is in forest, but not in tree. 


My whole is what every advertiser needs, and can be found in the 
Ft. Worth (jazette 
Which sweeps the great Empire State of Texas from stem to stern, 


from the mountains to sea coast, from the land of Aztecs on the E 
South to No Man’s Land on the North. It reaches 


200 COUNTIES in the State out of a possible 240, and has subscrib- F 
ers all over the State, going to over 2,000 post-offices. 


My last is in nation, but not in people. 2 4 





—s=WE TELL THE PLAIN TRUTH==-| 


Sworn Circulation for June, 


289,906 


Daily June average, . 
Increase over May of 1,500. 9,663 
THIS MID-SUMMER INCREASE POINTS A MORAL. 


WEEKLY GAZETTE, 16,600. 


AND THIS IS THE PLAIN SOLID TRUTH. 








‘*THE EARTH DO MOVE,”’ 


and to keep your equilibrium 


CLING TO THE GAZETTE. { 
It will keep the balance on the right side. 5 


In advertising, the’ character 
and circulation of the medium 


Meaaqne? is everything, and THE Gazette | 
possesses both of these re- 
GHICAGO, quisites. 
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We learn credibly that THe REecorvER of 
this city is now printing and selling over 
100,000 copies of its Sunday paper. This is a 


remarkable achievement for acomparatively 


young newspaper, and can be the result only 
of uncommon energy and industry —New 
York Sun, July 31, 1892. 
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CARLETON & KISSAM 





WILL B. WILDER, IN AUGUST ‘‘ FAME.” 





‘*In the street cars the man you want to 
interest is pinned to the spot opposite your 
card for fifteen or twenty minutes and he has 
no resource but to study your advertisement, 
whether he wishes to or not.” 











CONDUCT 
THEIR 


Street Car Advertising 





IN SUCH 


shriek in his ear. 


**You needn’t wave a flag at your man or 
He is already listening to 


A 
MANNER 
THAT 






you and is even disposed to be grateful to 
you for talking, and will link a pleasant 
recollection with you if you are only passably 
agreeable. The name of your wares will 
have made an impression upon his retina and 
upon his brain in the first 60 seconds of his 


journey.” 








EVERY WORD of the extracts from 
Mr. Wilder’s article is substantiated in 
the 6,000 ‘Full-time’? CARS under 


their control. 











“*You may count with fair certainty upon 
having your card read, whether it be long or 
short, bright or stupid. It is better than 
nothing, and people will read it through 
sheer ennui. You can afford, therefore, to 
tell your strongest facts. If they give the 
reader something to think about he will be 
the more attracted and the more indebted to 
you. The use of verse or jingles in street 
car advertising is particularly happy. Jingles 
stick in the memory like burrs. In a news- 
Paper or magazine they are pretty sure to 
command a reading ; in a street car they are 
pretty sure to command re-reading until they 
are learned by heart.” 





OFFICES : 
Boston, New York, 
Chicago, Cincinnati, 
Providence, Buffalo, 
Columbus, St. Paul, 
Minneapolis, Duluth, 
Pittsburgh, Newark, 
Rochester, &c. 




















) For Fullness and 
Accuracy, The 
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‘Cleveland World| 


Prints and eran 
More than * 4 


40,000: 






a Day. 






Its reports of mo and Local Events | 








are conceded to be the Best of any § 


Newspaper in Cleveland. 





4 


Uw 


Its Immense Circulation 


Makes THE Wortb an Unrivaled Advertising § 
Medium in its field, and its Home Circulation 





adds largely to its value in this respect. 
ialolaloieinloinioleioielelsioieleisinieleinislsigie® 
: Press Room * 
¢ * Wide Open! : # 


_ 
epeptoesecssssssuseeeerrrs s1 


For space address 


48 Tribune Building, N. Y. 








S.C. BECKWITH, 


OPP P PPP PEEP EPP PEEP PPP EDP PAPA 
“RESULTS FOLLOW ® 
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World leads} 





















| 509 The Rookery, Chicago. 


you can address 
The World Publishing Company, Cleveland, 0. . 
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A Newspaper 


Which gives the general news and enough State news and criticism to 
be locally attractive ; which is published in the largest city in the State; 
whose light reading is choice and well illustrated ; and which, withal, 
has been a regular visitor in upwards of 25,000 families for twenty-five 
years, ought to be worth something to advertisers. 


Peck’s Sun, 


Of Milwaukee, 


is a newspaper of this class, with eight pages thus filled every week, 
There are millions, of course, who don’t know of it, and yet it appears 
there are over 25,000 homes where they can’t do without it, for they 
continue to take it every year, and pay for it, too. 


DANY, 
PENG 





Advertising in 


a rl A. FRANK RICHARDSON, } Sroustion 


oe ong Special Agent, = you pay 


Tribune Building, New York. | Chamber of Commerce, Chicago. 


Representing only Newspapers of Known Circulation. 


“A Tale 
of Two Cities ”’ 


Is one of Dickens’ entertaining stories, but in this hustling generation, when 
only school girls and waiting graduates have time for novels, the busy man 
who never reads a book is more interested in 


A Newspaper 
from Two Cities. 


There is such a paper, which comes to the front with the latest illustrated 
joke from Little Rock and the crispy news from Chicago— 


The Arkansaw Traveller 
cxuston § 25,000 3 Sez 


Advertisers will be in good company in THE TRAVELLER, and will reach 
a class who are in the habit of reading and answering advertisements and 
buying advertised goods. 


A. FRANK RICHARDSON, Eastern Agent, 
Tribune Building, New York. | Chamber of Commerce, Chicago. 
Represents only Newspapers of Known Circulation. 














=< \\ 


1 


Qa 


-— See oe 





